The growth and popularity of social commerce, i.e. shopping using social media platforms such as Facebook, Instagram, etc. has created opportunities for increased interactions between sellers and buyers over various social media platforms and if leveraged properly, brands can lead customers to any of their channels as a direct response to that social media experience (FitzPatrick, 2017) . Instagram has the highest rate of engagement with 600 million users worldwide (Chaffey, 2017) and also considered an important platform for marketing purposes (Kulp, 2016) . Thus, it is imperative to holistically examine how consumers perceive Instagram as a shopping platform. This current study explores consumer perceptions of shopping via Instagram and eventual purchase intention using the Theory of Reasoned Action.
Rationale of the Study: Instagram is an image rich application that has the potential to influence consumers' behaviors and motivations differently than any previous social networking site (Lee et. al., 2015) . Instagram has recently unveiled "shoppable tags on photos" which will further entice consumer to shop without leaving Instagram. Current research on Instagram includes: examining primary usage of Instagram (Lee et. al., 2015; Phua, Jin, & Kim, 2017) ; body image satisfaction (Ridgway & Clayton, 2016) and comparison of user-generated and brand generated content (Bennett & Kunze, 2016) . The current study utilizes Theory of Reasoned Action and examines (1) consumer's purchase intention on Instagram; (2) the impact of interpersonal influence. Millennials were considered the appropriate population for this study as Instagram is clearly popular with younger age groups (Chaffey, 2017) (see Figure 1) .
Findings of the study: Data was collected via an online survey at a university resulting in a sample size of 342. The students were appropriate as the study focused on millennial consumers. Data was analyzed using descriptive statistics, factor analysis and Structural Equation Modeling. The model was tested using measurement and structural model in SEM. The fit indices of the overall structural model (χ2 = 991.49, d.f. = 385, p = 0.00000, RMSEA: 0.068, NFI: 0.95, NNFI: 0.97) supported the model fit. Based on the parameter estimate t value which stated that value greater than 2.00 is considered an indicator of statistical significance, three hypotheses were not supported, i.e. influence of PEOU on Attitude Towards Instagram Usage; influence of Interpersonal Influence on Subjective Norms and impact of Subjective Norms on Purchase Intention.
Conclusions and Implications: The findings of this study indicate that attitude towards shopping from Instagram is influenced by PU, not PEOU. This finding supports the industry trend that Instagram usage is strong among millennials and is where millennials turn for purchase inspiration (Cohen, 2014) . Normative beliefs impact interpersonal influence and subjective norms. Thus, it can be inferred that millennials are connected on Instagram and generally gravitate towards people like themselves. Attitude towards shopping from Instagram influences both purchase intention as well as interpersonal influence. This finding provides support to the attitude-intention relationship. Furthermore, it can be inferred attitude towards shopping from
